Abstract: The aim of this paper is to analyze the evolution and future perspectives of the Spanish-speaking market in the United States with regard to publishing, one of the most important cultural industries.
Introduction
The United States is among the countries with the greatest number of Spanish speakers. Along with other considerations, the sixty million Hispanics residing in the country constitute an attractive market for a variety of industries, including However, although the powerful US publishing industry exported books in Spanish, its own domestic market for Spanish-language books was dominated by foreign publishers, mainly Mexican and Spanish. Such books entered the country through customs ports along the Mexican border, or though the port of New York.
Only books written in English were subject to customs duties. The entry of Spanish-language books into the US is well documented in the official records of the Bureau of Foreign and Domestic Commerce. This is the foundation of our market". 6
As we can observe, the Spanish-language book market was highly polarized in this first period. On the one hand, demand came from Hispanics residing in the country, generally with low purchasing power. On the other, there was also a smaller public with a higher cultural and economic level. These two types of consumers would condition the strategies of publishers, the selection of titles, advertising, pricing and distribution. In Texas and New Orleans, areas in which consumers were predominately of the first type, advertising was done in the local press, with catalogues and price lists sent to Spanish-speaking residents. In New York, however, books in Spanish were sold in the leading general bookstores, such as Bretano's (on 5 th Avenue), which featured a Spanish-language section.
There were also bookstores dedicated exclusively to selling books in Spanish, such as Zabala or Maurin, both of which enjoyed a certain reputation and sales volume. The principal customers of these stores were teachers and students of Spanish. However, there also existed a small market within the city's enclaves of Spanish-speaking braceros (manual laborers) for books sold at newsstands. Here one could find, for example, books published by the Spanish houses Maucci and
Sempere or postcard reproductions of Spanish art. This public (less cultured and with less buying power) was also served by Spanish-language bookstores like the Librería del Lago or the Librería de P. Gómez. 7
The middle decades of the 20 th century: a paradigm shift in the publishing sector
In the mid-20 th century, the international publishing sector would be completely transformed. In reality, two parallel phenomena would occur: an increase in supply and a progressive geographic concentration. What were variables that determined these phenomena? In the case of geographic concentration, it was the extraordinary development of the book industry in a certain number of countries, most notably the United States, Great Britain, the Netherlands, France, the Federal Republic of Germany, Italy, Japan, the USSR, mainland China and India. In 1954, some 5 billion books were produced and these ten countries were responsible for three quarters of the total figure. In 1970, four out of every five titles published came from an even more reduced number of countries. Added together, the outputs of Europe, Japan, the United States and the USSR, would account for nearly 80% of all the books published in one year. 8 Throughout all of the period analyzed, the US and the USSR were the two great publishing centers.
7 In answer to a questionnaire on the Spanish-language book in the United States. Foreign Affairs Section, Box 1274, Archivo General de la Administración (Alcalá de Henares, Madrid).
These two conflicting poles of the Cold War years would be the source, in number of titles published, of close to 30% of worldwide production.
The increase in publishing output was clearly motivated by a spectacular increase in demand. This phenomenon was particularly intense in the United
States. There are three explanations for the striking growth of the publishing sector from 1937 to 1975: the population boom; changes in the educational system; and a rise in per capita income. Let us examine some statistics that support this affirmation. In 1965, the educational system included some 41 million students. This would rise to 63 million by the end of the same decade. In contrast, the number of students had remained stable at 28 million from the 1930s until 1950 (Lacy 1967 Let us turn now to some of the difficulties which exist for foreign publishers who wish to conquer the Hispanic market. Objectively speaking, the cultural distance is not as great as one might suppose. There is no linguistic difference, as this market is Spanish-speaking rather than English-speaking, the market normally served by foreign publishing houses. The Hispanic reader in the United States is a consumer with tastes similar to those of the Latin American consumer, as many Spanish speakers are in fact immigrants. In the case of the United States, local competition and distribution difficulties, in a country whose retail channels are controlled by the domestic publishing giants, are the two major obstacles for Spanish publishers hoping to their market shares. As Patricia Arancibia explains it, "the United States is a mega-market with many more sectors and distribution channels than Spain or Latin America. There is an impressive number of publishers, distributors and book outlets operating in a variety of sectors:
commercial, libraries, special sales, B2B, institutional, professional, educational, religious, academic, department stores, to name only a few. This carries with it a great deal of specialization and segmentation on the part of the professionals and companies working in these sectors in any language. The Spanish-language book market is in itself a segment, but it is not a monolithic one; rather, it crosses into all the others" (Ediciona n. d.) . The Hispanic population of the United States, then, is vast and still growing.
However, when it comes to presenting an attractive market for publishers, it has two significant drawbacks: income level and educational level. While Hispanic students constitute around 25% of students in US public schools, they show a very high dropout rate, above that of other ethnic groups. Even so, the outlook is optimistic, as the number of students in primary and secondary education has been rising for the past fifteen years (Steinmetz y Moreno Fernández 2015) . In 2012, 6.8% of students enrolled in US universities were of Hispanic origin very different levels of ability and competence in the language. There exists the risk, therefore, that they will eventually stop both using the language and consuming Spanish-language cultural products. Such a scenario seems unlikely, however. 75% of the Hispanic population in the United States still use the language, and 95% consider it important that future generations speak it correctly (Steinmetz y Moreno Fernández 2015) .
So far, the arrival of the digital age has presented the publishing industry with its greatest challenge to date. The future of the book lies no longer in the bookstores, and so distribution systems need to be expanded to include the Internet. What is more, the strategies followed by publishers must take into The digital revolution in publishing is a process which is underway now, but of slower progression than one might think. English-speaking countries seem to be in the lead in this area. Spanish-language publishing in the United States, however, has been slow to join the digital publishing movement, mainly due to the income level of its market. As Jaime de Pablos, of Vintage Español, expressed it in 2010: "We also publish all of our titles in electronic format, but this market is 
Conclusion
All in all, just as at the end of the 19 th century, the Spanish-language book market in the United States is notable for its heterogeneity. Its rich diversity thus poses an obstacle for companies wishing to conquer it. While it is clear that the demand exists, for the supply to match it these companies need to clearly define the type of customer they want to reach. It is therefore necessary to study consumer interests, needs, purchasing power and buying habits. According to the type of cultural product being offered, whether mainstream, academic or scholastic, the publisher must also choose the most appropriate distribution channel and marketing strategy. Especially in regard to the last two areas, the Internet holds a wealth of new possibilities.
